While it is quite straightforward to determine the factors that satisfy cruise passengers, such as dining, entertainment, etc., it is a challenge to determine their relative importance. A cruise firm with limited resources needs to concentrate its resources chiefly on those aspects of the cruise travel experience that its customers value more. Unfortunately the findings in the academic literature about the relative importance of the determinants of cruise passengers' satisfaction provide little guidance as they rarely converge across studies. We offer an explanation for this lack of convergence among the different studies about the relative importance of determinants. We believe that cruise customers who go to different locations form different market segments, with their own unique preferences. The differences in previous studies are due to the data being collected from different locations. We collect a unique dataset from an online website about cruise reviews, and use it to provide empirical support for our explanations. We find that while all consumers prefer value for money the most, the second most important factor is public rooms for tourists headed to Alsaka, cabins for the ones headed to Mediterranean, and service for the ones headed to Caribbean. The findings of this study would be of value to the management of cruise companies in refining advertising message, provision of different cruise services, etc.
Introduction
The cruise industry is one of the fastest growing and most lucrative segments of the tourism industry. The industry generated $42 billion in gross output in the US in 2012, which increased by 2 billion from 2011 (CLIA, 2013) . The average annual passenger growth rate has been 7.2% per annum since 1980 and the number of passengers has almost doubled in the past decade, from 8.6 million in 2002 to 17.2 million in 2012 (FCCA, 2012) . Based on the growth trend, investment in the cruise industry is predicted to be more than $22 billion between 2011 and 2015 (CLIA, 2013 . The rapid growth in the cruise industry has been accompanied by growth in the competition among the cruise companies.
The fast growing cruise industry poses a challenge to the cruise lines and it has become crucial for them to build a loyal customer base to secure a favorable market share (Marti, 1991) . Delivering a positive and satisfying overall experience is vital because attracting a new customer requires several times more capital than retaining an existing customer (Jones & Sasser, 1995) . Researchers have traditionally explored attributes such as dining, service, entertainment and food as antecedents of customer satisfaction for cruise passengers (Teye & Leclerc, 1998 , Qu & Ping, 1999 , Testa & Sullivan, 2002 , Hosany & Witham, 2010 . However, the current literature is not of much use to practitioners as findings from the literature rarely converge. Please see Table 1 where we have tabulated the findings from the four published papers. For instance, while according to Qu and Ping (1999) and Testa and Sullivan (2002) , food and beverage is the second most important factor, for Teye and Leclerc (1998) , it is the eight most important factor.
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Analyzing the data from Table 1 , we find that all these published studies collected data from a limited number of ships (number varying from 1 to 9) and from just a few locations. The cruise industry caters to a varied customer base, and hence the cruise companies need to appreciate and acknowledge the dissimilarities in their customers.
It is apparent that in order to attract new customers, retain old customers, lure customers to switch and to be viewed as the most favourable ship, the cruise companies must customize and position their cruises according to the preferences of each market segment. There is a dearth of research on the cruise industry, in the area of market segmentation. Pertaining to the cruise industry, only a few studies using attributes have focused on segment level analysis (Petrick, 2003; Petrick & Sirakaya, 2004; Petrick, 2011; Brida et al., 2012) . However, none of these studies has used geographic region as a basis for market segmentation and we seek to fill this gap through our research. Careful analysis of Table 1 indicates that each one of the four papers collected data from only one region, and these regions are different for the four studies. Can it be that the variation existing in Table  1 is due to geography? This is the question that we intend to explore.
Past research has implicitly assumed that the impacts of the various antecedents of satisfaction do not vary across the geographic market of cruise passengers. We feel that this is unlikely to be the case in practice since the existence of geographic heterogeneity in consumer tastes is a well-documented phenomenon in travel industry (Gartner, 1996) . Therefore in our present research we use quantitative models to study how the impacts of attributes might differ across the different geographic segments of the cruise market; and our findings have very clear managerial implications for the cruise industry. Specifically, our research aims at finding the relationship between attributes and customer satisfaction of different cruise passenger segments based on the most popular ports of destination. We investigate if the salience and relative importance of cruise ship attributes can be explained by geographical segmentation.
Our study has two very important managerial implications. This study can be used to refine the advertising message for different geographic regions, as well as to improve the cruise services. Firms try to attract new customers through marketing communications. The marketing message in these communications needs to be customized for specific groups to address their concerns better. Second, while providing different cruise services, managers need to limit their expenditures to only those services that are important to their target customers. Otherwise, cruises will not be cost effective. The services that are important to a customer will also depend on the segment to which a customer belongs. Demographic factors are not particularly suitable for segmenting the cruise market as unlike other products, such a perfumes, clothes, shoes, etc. which are purchased by individuals, cruise products are often bought by families and friends with substantial demographic variety. For instance, if families are purchasing cruise products, age and gender will not be suitable basis for segmentation, as families have members of different genders and ages. Therefore, we need new a basis for segmenting the cruise passengers.
context of the cruise industry. Last, we review some papers that segment the cruise travel market on a geographical basis.
Customer Satisfaction in the Cruise Industry
In the context of the cruise industry, customer satisfaction is conventionally defined as the outcome of a comparison between the expectation of quality and the perception of delivery of service at various points on a cruise vacation (Zeithaml & Parasuraman, 1994) . Despite the rapid growth of the cruise industry, there has been limited research in the area of customer satisfaction of cruise passengers (Teye & Leclerc, 1998) . A number of research studies in the tourism section have shown that the overall satisfaction of tourists is primarily influenced by their assessment of the different attributes of the destinations for their visit. The repeat visit of the tourists to a destination primarily depends on their satisfaction with the destination, however, it is also related to the attributes of destinations. (Alegre & Cladera, 2006; Baker & Crompton, 2000; Crompton & Love, 1995; Danaher & Arweiler, 1996; Kozak, 2002; Kozak & Rimmington, 1999; Murphy, Pritchard, & Smith, 2000; Pizam & Ellis, 1999; Yoon & Uysal, 2005 ).
Teye and Leclerc (1998) examined passengers' satisfaction with product and service delivery aspects for North American cruise passengers. This study focused specifically on attributes that cruise passengers perceived as important to them. They conducted an exploratory study and collected data from passengers of two ships from the same cruise line. According to the results of this study, consumers evaluated the cruise line to have highest rating on cabin service followed by dining room service, cleanliness of ship, cruise staff, entertainment, bar service, ports of call, quality of food, purser staff/info desk and shore tours. A cruise ship ranking high on cabin service is valuable to cruise ship managers only if cabin service is an important antecedent of customer satisfaction. If it is not, then investment on improving customer service would be a waste. Therefore, we extend this study by linking cruise ship attributes to customer satisfaction, and furthermore showing that this relationship is moderated by the destination of the cruise ship.
Qu and Ping (1999) conducted a study to examine the cruise market in Hong Kong. They were interested in profiling the Hong Kong cruise travellers, understanding their motivation factors and satisfaction levels. This research was based on data collected from 330 passengers from five ships. Their results indicate that crew performance leads to the highest customer satisfaction followed by food and beverage, entertainment, accommodation and other amenities on the ship. The findings from the research of Testa & Sullivan (2002) are similar to the findings of Qu & Ping (1999) . According to the research by Testa & Sullivan (2002) on customer satisfaction and quality in the cruise industry, the overall experience of the cruise passengers outside of their accommodation had the highest influence on their perception of the cruise's quality. They also found that regardless of the ship size, the interaction between the crew and cruise passengers played an important role in the overall perception of the cruise. The findings of this research also indicated that food and beverages on a cruise contributed substantially to improving customer satisfaction. The findings of this research were based on a survey of cruise passengers of nine ships. (2010) focused on identifying the most important antecedents of cruise passengers' satisfaction and investigating the relationship between cruise passengers' satisfaction and their intentions to recommend. According to their research, the aesthetic dimension which represents the physical aspects of a ship makes the maximum contribution to predicting memory, arousal, overall perceived quality, satisfaction and intention to recommend. Their findings clearly demonstrate that ship aesthetics is an important factor of the overall cruise experience. The entertainment dimension was the second most influential determinant of intention to recommend followed by the education level of cruise passengers, and escapism. This study demonstrated that ship aesthetics and entertainment on a cruise are the most significant contributors to customer satisfaction and their intention to recommend. The items in their study that were related to ship aesthetics were somewhat subjective and the data was collected from only one ship over a duration of two weeks. The variables in our research are objective and we identify customer preferences based on these objective measures. Also our sample is likely to be much more representative due to its size and diversity.
Hosany and Witham
The past research in the field of customer satisfaction lacks diversity and good sample sizes. The majority of data for the prior papers was collected on a small number of ships through surveys or interviews. The data for our research is collected from as many as 271cruise ships, which is much more likely to capture a representative sample compared to other such studies in the past. Prior studies collected data from only one geographic region. Our sample includes data from diverse ports of call and itineraries. Primarily, our research aims at finding the relationship between cruise attributes and satisfaction of cruise passengers, and the moderating role of geography. 
Customer Segments in the Cruise Industry
Segmentation of customers allows a marketer to deliver a product that matches the target audience's expectations and requirements (Pickton & Broderick, 2005) . Past research has focused on finding out the preferences of cruise passengers in general but there is little knowledge about the differences in their preferences. Our research aims at filling this gap by examining the differences in preferences of different cruise customers.
According to Marti (1991) , market segmentation in the cruise industry is an essential prerequisite to attaining success and gaining market share. This article introduced the concept of a non-traditional port and focused on market segmentation in the cruise industry. The term non-traditional port refers to ports that are operational only on a seasonal or experimental basis-for example, ports other than Miami, Port Everglades or San Juan. The findings of this research indicate that geography is the most important factor that affects the attraction of cruise ship passengers to a non-traditional port, specifically cruisers prefer ports that are closer to their place of residence. An interesting finding of this study was that passengers' demographics and income were not useful in determining patronage of non-traditional ports.
Petrick (2003) focused on segmenting cruise passengers using the variable of price sensitivity. He wanted to examine if price-conscious customers are desirable. He found three segments of cruise customers based on price sensitivity; less sensitive, moderately sensitive, highly sensitive. The findings of this research show that less price sensitive customers are likely to spend more on a cruise and more price sensitive consumers are more likely to evaluate their cruise experiences positively. These results indicate that offering discounted cruises will attract passengers who are likely to spend less, but appreciate the cruise line more. Hence, they are likely to be repeat customers who can contribute to long-term success. These customers are easier to retain and evaluate cruise experience more positively and this results in the generation of positive word of mouth advertising. On the other hand, cruises without discounts may attract a more affluent customer segment; however, it may not be substantial enough to sustain long-term profitability. The findings of this study were based on data collected from two cruise ships. Petrick and Sirakaya (2004) conducted a research to segment cruise passengers based on their loyalty. The results of this study suggest that loyal passengers are more satisfied with their past cruise experiences, have higher intentions of repeat cruising, perceive better value and are more likely to spread positive word of mouth. This study found that similar to loyal cruisers, first time cruisers who were satisfied with their cruise experience, were more attached, had higher perceived value and also more satisfied with the tangible and intangible services on the cruise. This study indicates that the traditional four-quadrant typology (spurious, latent, low, high) cannot be used to explain all tourist loyalty. However, understanding the differences between first time cruisers and repeat cruisers and the factors that impact their loyalty, have significant managerial implications.
Another study was conducted by Petrick (2011) to identify the segments of cruise passengers based on their perceptions of a cruise line's reputation. This research identified three segments of perception of cruise reputation; highest perception of reputation, moderate perception of reputation and low perception of reputation. The results of this research indicated that demographics had minimal effect on the perception of a cruise line's reputation. Also, reputation had a significant influence on a cruise passenger's perceptions of price sensitivity, monetary price, behavioural price, quality, value, satisfaction, word of mouth and repurchases intentions. The sample for this research was collected from two separate seven-day Caribbean voyages on the same ship. Brida et al. (2012) aimed at segmenting cruise passengers visiting Uruguay, in their study. They sorted cruise passengers into clusters based on similarity in demographic features, expenditure patterns and overall perceptions of their vacation experience in Uruguay. Their research identified three segments of cruisers with different trip profiles; retirees, professionals and repeat visitors. Each of these segments was homogenous and different from the other two segments. The authors suggest different marketing strategies for each of these segments. The results of this study were limited to the descriptive level.
Krieger, Moskowitz and Rabino (2005) conducted a study to find out what consumers want from a cruise vacation. They performed a conjoint analysis to categorize cruise customers into four groups based on their preferences. They divided the customers into; sightseeing, self-absorbed, pamper-me and novel up to date, informal. This research created offerings to suit each of these groups based on the results of the conjoint analysis. Scenic views and sightseeing such as whale watching expeditions, beauty of the sea, and scenic views from the decks were some of the top most elements of a cruise vacation for the respondents. Value for money was also one of the top three attributes for the total panel of respondents.
the geographic location of where the cruise takes place. There are four segments of cruises in our research based on the ports of destination, Mediterranean, Caribbean, Alaska and Canada & New England.
Geographic Segmentation in the Travel Industry
Segmentation based on geography holds an important place in the tourism industry, since traveling is an integral part of this sector. Research relevant to travel destinations has mostly used resort, region, state and country for market segmentation (Fuller & Matzler, 2008; Sarigollu & Huang, 2005; Juwaheer, 2007; Kim & Prideaux, 2005) . Also, geographic segmentation in the majority of studies in tourism has been done on the basis of tourists' place of residence or origin (Gartner, 1996) . In contrast, geographic segmentation in our study is based on the port of destination for cruise vacations.
A recent study by Yuksel et al. (2010) , demonstrated that travelers form positive emotional and cognitive bonds with a destination which are likely to affect their critical assessment and loyalty, with respect to that destination. Taking a cue from this study, we extend the similar phenomenon to travel destinations of cruise vacations. Some studies have shown that the preferences of tourists change frequently with destinations (French, 1999; Manente & Cerato, 1999; Pike, 2004) and this makes it critical for the companies to modify their product offerings based on customer preferences for destinations.
The cruise industry is characterized by product offerings that involve travel across the world to a variety of destinations. This implies that geographic segmentation is vital for this industry since travel destination is a primary factor that cruise passengers consider when they plan a vacation. We chose to segment cruise market based on the top cruise destinations because little effort has been made to segment the cruise market based on such variables.
Data
We collected data for this research from the website cruisecritic.com, which is a portal for the cruise industry. This portal provides in-depth information about all aspects related to cruises. This includes objective reviews of approximately 400 ships, profiles of more than 75 cruise lines, and over 250 worldwide ports. The portal also has details about different current promotions in the cruise industry.
Cruisecritic.com also serves as a platform for cruise passengers to share their post vacation experiences by contributing an online review. The reviewers rate their experience, on a scale of 1 to 5, on a variety of cruise ships' attributes such as dining services, public rooms, cabins, entertainment, spa & fitness, shore excursions, embarkation, overall service and value for money. These rankings are used as independent variables in this research. The reviewers also rate their overall satisfaction on a rating of 1 to 5, and this is the dependent variable for our research.
Embarkation is the process of boarding a cruise ship at the start of a journey. It is the first process at the onset of a cruise vacation and can be a lengthy and tiresome one as it usually requires paperwork and security checks. The embarkation experience that cruise ship customers undergo can clearly influence overall cruise satisfaction. Food is one of the most integral part of any holiday and cruises are especially famous for their lavish and vast variety of cuisines. The variable dining services captures the experience of cruise passengers regarding food, dining rooms and service related to dining. Cruisers spend a considerable amount of time in their cabins depending on the geographic region and the weather, and this experience is rated under the variable, 'Cabins'. Cruise companies spend a lot of money on providing entertainment on board with events like Broadway shows, musical concerts, Cirque shows, magic shows, movie theaters, casinos, dance floors and masquerade balls (cruisecritic.com, 2013) . Many cruise lines are famous for their entertainment and often customers choose them because of this. The cruise reviews rate entertainment experience on board under the variable, 'Entertainment'. The variable 'Public rooms' refers to the common areas on a cruise ship such as the reception, lounges and other areas for socializing. Spa & Fitness facilities are a part of the luxurious amenities on a cruise vacation and comprise of ethnic massages, wraps, and other beauty treatments. Cruises also have access to fully equipped fitness and tanning facilities on board and cruisers can rate them under, 'Spa & Fitness'. Shore excursion is one of the most exciting features of a cruise ship since this enables passengers to explore various facets of ports of call like snorkeling through coral reefs, exploring local monuments, hiking on glaciers and shopping at local outdoor markets. Cruise lines generally offer this service at an additional price and the service includes guided bus tours, sightseeing, cultural events, shopping etc. The variable 'Value for Money' captures the experience of cruise customers in terms of whether they think they got their money's worth. Cruise ships are well known for providing impeccable and excellent service on board and the variable, Service, captures this aspect of the cruise customers' experience.
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International Journal of Marketing Studies Vol. 6, No. 2; 2014 We collected 400 separate passenger reviews of cruise ships. We limited our data collection to 19 cruise ships of one of the leading cruise lines that operates globally. There are several different types of cruise lines and each line targets a different customer segment. We limited our data collection to the ships of only one cruise lines to ensure that all passengers are from the same market segment. All the cruise ships of this line have similar characteristics, and any variation due to ship characteristics is also minimized. This precaution was taken to isolate the effect of geography and remove all obvious sources of variation.
We collected reviews from cruise vacations from four different geographic regions, namely Alaska, Mediterranean, Caribbean and Canada & New England. We collected 100 reviews from each geographic region, and obtained a total of 400 reviews. The reviews for each region were picked at random.
Results
We are specifically interested in learning how the importance of the different cruise attributes vary with region. We employ multiple regression models to examine the influence of cruise ship attributes on overall customer satisfaction. The different cruise ship attributes that were considered in this study are Dining, Public Rooms, Cabins, Entertainment, Spa and Fitness, Shore Excursions, Embarkation, Service, and Value for Money. This was done separately for each geographic region. The results allow us to identify the important cruise attribute for each geographic regions. To determine the relative salience of the attributes, we calculate the standardized coefficients.
We first tested the data for multicolleanrity by determining the VIF (variance inflation factor) values. We report these values in Table 2 . As can be seen in Table 2 , all the values of VIF are low. The maximum value of VIF is for Value for money for Caribbean segment, which is 3.43. Since all these values are small, we can conclude that the problem of multicollinearity is not significant for our data, and proceed with further processing of the data.
We first discuss the results for the participants who took cruises in Alaska region. The results of the regression analysis are presented in Table 3 . The R square is very high. It has a value of 0.774, which indicates that 77% of the variation in the dependent variables is explained by the independent variables. The F stats (34.318) is also quite high which indicates that the model fits the data. The most important factor for cruise passengers going to Alaska is value for money. The next important factor for them is for public rooms. This is followed by almost equal preference for cabins and shore excursions. These preferences can be explained by the fact that they spend a lot of time indoors in their cabin and in public rooms because of the cold weather. Alaskan cruises are famous for the magnificent glacial tours and exciting experiences such as dog sled rides on snow, whale watching and ice field excursion, which are unique attractions compared to other destinations and this explains significance of shore excursions for customers going on Alaskan cruises. They do not care much for dining, entertainment, spa & fitness, embarkation and service. Therefore managers of cruise ships plying the Alaskan route should focus most on providing value for money. This should be followed by focus on public rooms, cabins and shore excursions.
We next discuss the results of regression analysis of customer preference data for cruises travelling to Mediterranean regions (Please see Table 4 ). The R square at 0.852 is very high, as 85% of the variation in the dependent variable is explained by the antecedents. The F stats (57.626) indicates a good model fit. Interestingly, these passengers also consider value for money as the most important aspect while choosing a cruise vacation. For these passengers, the next most important factor is cabins. This is followed by spa & fitness, service and dining. These passengers do not care much for public rooms, entertainment, shore excursions, and embarkation.
In Table 5 , we present the results of regression analysis for passengers travelling to Caribbean ports. The R square is 0.828, implying that 83% of the variation in the dependent variable is explained by the independent variables. The F-stats is 48.766 which indicates a good model fit. For these passengers, value for money is the most important factor influencing satisfaction and service is the second most important factor. Interestingly, none of the other factors influence customer satisfaction.
The results of our regression analysis for cruise ships going to Canada and New England are presented in Table  6 . The R square value of 0.799 is quite high as 89% of the variation in the customer satisfaction data is explained by the independent variables. The F statistics is also high and indicates a good model fit. For these passengers, the most important antecedent is value for money. This is followed by entertainment, spa & fitness and embarkation. None of the other factors seem to play a role in customer satisfaction.
Discussions and Conclusions
We compare the four geographic segments in terms of the relative salience of the factors that influence customer satisfaction and present the results in Table 7 . Our research suggests that value for money is the most significant aspect of a cruise vacation for all cruise passengers regardless of the geographic segment. However, after value for money, the importance of a cruise attribute depends on the destination of cruise ships. For instance, cruise passengers travelling to both the Mediterranean and the Caribbean value service. The difference is that while for Caribbean passengers it is the second most important criterion, for Mediterranean passengers, it is the fourth most important criterion. Cruisers to Alaska region view cabin as an important aspect of a cruise. Spa & fitness amenities on board are attractive to cruisers sailing to Mediterranean and Canada and New England. Embarkation and entertainment had significant influence on the preference of Canada and New England cruisers and Alaskan cruisers gave importance to Public rooms and Shore excursions.
We expected that the preferences of cruise ship customers will vary with different geographic segments and our results confirm this. The managerial implications of our study are clear and quite important to the managers of cruise ships. Our study provides managers with the information that can help them to customize their cruises according to the geographic area where the ship is sailing.
This study can be extended in a number of ways. The R square is quite high for all the four segments, but is still not 100%. This indicates that there are some other independent variables that are not included in our study. Future researchers need to do some focus group interview with potential passengers and try to find some other factors that influence customer satisfaction. We also did not include information on demographics, as this data was not available to us. Different demographic segments could have different needs and their satisfaction thus could be influenced by different factors.
Overall though, our study has two very important managerial implications. This study can be used to refine the advertising message for different geographic regions, as well as to improve the cruise services. An important strategic issue in global marketing is whether the managers of a firm should use standardized message in all their marketing communications or customize the message for different geographic regions. Managers tend to prefer the former as it is a more cost-effective approach. Our study would recommend the second as consumer needs are different in different geographic areas. Furthermore, our study identifies the issues that need to be highlighted in advertising message in different regions.
Our study indicates that the value for money is the most important attribute for the customers of this cruise company. Therefore managers need to be very mindful of the cost of running a cruise ship and look for savings wherever possible. Provision of different cruise services costs different levels of expenditures. A firm should not try to improve its performance on all attributes, as that would be very expensive to execute and thereby have negative impact on the 'value for money' factor. Therefore, managers would like to focus on only a subset of attributes that are really important to their target customers. Our study provides direction on this issue. We highlight the features that are most important to cruise passengers in different regions. Ideally managers should focus on only these issues.
